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Fenomena yang muncul terkait masalah Merchandising adalah belum semua merek
produk pada Larissa tersedia, potongan harga hanya terdapat pada produk tertentu saja,
suhu pengaturan udara kurang sesuai dengan kenyamanan. Penelitian ini bertujuan
menguji pengaruh variabel merchandising, promosi, dan service atmosphere terhadap
impulse buying pada klinik kecantikan Larissa Kudus. Jenis penelitian ini adalah
penelitian deskriptif statistik. Sampel penelitian ini adalah pelanggan yang melakukan
perawatan pada Klinik Kecantikan Larissa Kudus sebanyak 92 orang. Teknik
pengambilan sampel dengan digunakan metode Purposive sampling. Jenis data yang
digunakan adalah data primesr dan data Sekunder. Metode pengumpulan data
menggunakan kuesioner (daftar pertanyaan). Uji Instrumen dilakukan dengan uji
validitas dan uji Reliabilitas. Metode Analisis Data yang digunakan menggunakan
analisis deskriptif dan statistik meliputi uji analisis regresi, uji hipotesis dan koefisien
determinasi.  Berdasarkan hasil penelitian dapat diambil suatu simpulan sebagai
berikut ini (1) ada pengaruh positif dan signifikan merchandising terhadap impulse
buying pada klinik kecantikan Larissa Kudus, dilihat dari nilai t hitung 2,586 >  t tabel 1,662
dan Sig 0,011 < 0,05. (2)  ada pengaruh positif dan signifikan promosi terhadap impulse
buying pada klinik kecantikan Larissa Kudus, dilihat dari nilai t hitung 2,450 >  t tabel 1,662
dan Sig 0,016 < 0,05. (3)  ada pengaruh positif dan signifikan service atmosphere
terhadap impulse buying pada klinik kecantikan Larissa Kudus, dilihat dari nilai t hitung
4,626 >  t tabel 1,662 dan Sig 0,000 < 0,05. (4) ada pengaruh positif dan signifikan
merchandising, promosi, dan service atmosphere terhadap impulse buying pada klinik
kecantikan Larissa Kudus, dilihat dari nilai F hitung 108,057 >  F tabel 2,708 dan Sig 0,000
< 0,05.
Kata Kunci : Merchandising, promosi, service atmosphere, dan impulse buying.
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ABSTRACT
ANALYSIS OF THE INFLUENCE OF MERCHANDISING, PROMOTIONS,
THE SERVICE AND ATMOSPHERE AGAINST IMPULSE BUYING
AT THE BEAUTY CLINIC LARISSA KUDUS
By: Erwin Dian Pertiwi
Nim. 2013-11-082
Advisor  I. Dra. Hj. Panca Winahyuningsih, MM
II. Iwan Suroso, SE, MM
The phenomenon that appears related Merchandising problems is not yet all
brand products at discounted prices available, Larissa is only found on certain products,
the temperature setting of the air less compliance with comfort. This research aims to test
the influence of variable merchandising, promotions, and service atmosphere against
impulse buying beauty clinic in Larissa. Type of this research is descriptive research
statistics. The sample of this research was the customers who do care at the clinic Beauty
Larissa Kudus as many as 92 people. The technique of sampling with a Purposive
sampling method used. The type of the data being used is the primary data and
Secondary data. Method of data collection using the questionnaire (questionnaire). the
tests carried out with Instruments, test validity and Reliability tests. Methods of Data
analysis used statistical analysis using descriptive and include a test of hypothesis
testing, regression analysis and the coefficient of determination. Based on the results of
the study may be taken a summary as the following (1) there is a significant and positive
influence of the merchandising against impulse buying beauty clinic in Larissa, as seen
from the value t calculate 2.586 > t table 1.662 and Sig 0.011 < 0.05. (2) there is a
significant and positive influence on promotion against impulse buying beauty clinic in
Larissa, as seen from the value t calculate 2.450 > t table 1.662 and Sig 0.016 < 0.05. (3)
there is a positive influence and significant service atmosphere against impulse buying
beauty clinic in Larissa, as seen from the value t calculate 4.626 > t table 1.662 and Sig
0.000 < 0.05. (4) there is a significant and positive influence on merchandising,
promotions, and service atmosphere against impulse buying beauty clinic in Larissa, as
seen from the value F count 108.057 > F table 2.708 and Sig 0.000 < 0.05.
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